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John T. McCafferty 


EDITORIAL CONTRIBUTORS 


Jay Doblin 


Jay Doblin studied engineering at Brooklyn Tech 
and design at Pratt Institute. He has been with 
Raymond Lowey and Carl Otto. Since 1955 he has 
been at the Illinois Institute of Technology in his 
present position as director and professor of de- 
sign. He has been elected to fellowship of ASID 
and the International Institute of Arts and Letters. 


Karl Fink 


Mr. Fink is a graduate of Parsons School of De- 
sign. He has lectured at Pratt Institute and New 
York University, has served as panelist, speaker, 
moderator, and program chairman in numerous 
design conferences. He is a founder, and now in 
his second term as president of the Package De- 
signers Council. He is chairman of the AIGA 
“Packaging For 1960” exhibition. 


Clyde S. Gischel 


Since he began with The Stanley Works as direc- 
tor of marketing in 1956, Mr. Gischel has been 
responsible for carrying out marketing policy in- 
cluding standards of use for both trademark and 
company colors. Before joining Staniey he was 
with Westinghouse and Firestone Tire & Rubber 
Company. He is presently vice president-market- 
ing at Stanley. 


John T, McCafferty 


The complex character of modern packaging has 
created a need for many related specialties on 
which the package designer can call as needed. 
Overprint varnishes and paper coatings are typi- 
cal. Mr. McCafferty was originally engaged in sales 
of industrial finishes, but in recent years has spe- 
cialized in the area of overprint varnishes and 
paper coatings for Devoe & Raynolds Company, 
Inc. 


Alf Nelson 


Alf Nelson has been a commercial artist for 25 
years. When he opened his own studio in 1945, he 
began directing his efforts on more precise meth- 
ods of designing and measuring all types of 
graphic art material. By 1956 Crowell Carton Com- 
pany brought him to the staff as director of pack- 
aging design. He is currently director of Crowell’s 
Department of Visiometrics. 
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Planned Packaging moves merchandise 


Sold and still selling! 


The corrugated container—workhorse of mass distribution— 
has long been known for its excellent product protection. 

Now it’s fast becoming the Cinderella of packaging. 
Attractive, tinted background designs—even four-color 
half-tone printing, pioneered by Packaging Corporation of 
America—are transforming drab, rubber-stamped con- 
tainers into eye-catching traveling billboards that sell their 


contents at every opportunity. 


The skillful combination of art and package design is but 
one of countless ways in which Packaging Corporation of 
America’s concept of Planned Packaging, implemented 
through integrated national facilities, produces better 
packaging . . . more sales. Whether your requirements are 
large or small, regional or national, we welcome the 


opportunity to help you. 


Packaging Corporation of America 


1632 CHICAGO AVENUE + EVANSTON, ILLINOIS 


Cartons + Containers + Displays « Egg Packaging Products + Molded Pulp Products + Paperboards 
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PACKAGE DESIGNS 


GOOD ENOUGH TO EAT 


According to Mr. Paul Dean Arnold, president 

of Arnold Bakers, cookies are 90% and more 
impulse items. Based on this idea, when Arnold 
redesigned their entire cookie line from flexible 
packages to the carton shown here, they 

wanted a package which at a glance would say 
“cookie and flavor.” 


The picture of one cookie on the slanted panel 
of the satchel top hits the eye and unmistakably 
describes the contents. The handle at the top 

is designed to invite “pick up” for easy impulse 
purchase. The name of each cookie is in its 
own identifying color. Other items in the line 
include: Lemon Chip, Chocolate Chip, Oatmeal, 
Chocolate Raison and Seasame. 


Each of the individual cookie cartons is designed 
to fit in a “Cascade of Cookies” display, three 
tiers of seven varieties. The carton itself pro- 
tects the cookies from breakage, and being 

rigid stands upright in the display. Life-likeness 
of the cookie has been obtained through a fine- 
screen lithographic process, Fidel-l-Tone, by 
Lord Baltimore Press. 


Designer: Fred Truchess, New York, N. Y. 


TRAILS OF SMOKE 


Here are two of the newest designs to be seen 
at the cigarette counter. Design of new package 
of Benson & Hedges for Philip Morris, Inc., 
demanded restrained, tasteful treatment. At 
the same time, what was needed was a uniquely 
individual container not even remotely to be 
confused with that for any other brand. Design 
treatment of a single laminated sheet achieves 
unusual effect of three different papers. En- 
richment is provided by the juxtaposition of simu- 
lated good-grain area, heightened by calli- 
graphic copy treatment, with formal gold-framed 
“calling card” logotype in red on white, and 
metal-like crest in gold on a dark blue field. 
Cellophane overwrap bears devised version 

of familiar Benson & Hedges logotype in Old 
English style lettering to permit ready recognition 
by purchasers of the former package. 


Designer: Walter Landor and Associates, 
San Francisco, Calif. 
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BEEF FLAVOR 
MOODLE SOUP 


PACKAGING 
LEADERSHIP 


Aluminum Foil is the most ver- 
satile of packaging materials, 
and Reynolds makes fullest use 
of its well-known advantages. 
Imperviousness to moisture, for 
instance... Reynolds pioneered 
in the heat-sealing laminations 
that make this property practi- 
cal and economical. And 
Reynolds makes the most of 
the natural display value of 
aluminum foil . . . the Look of 
Leadership. Whatever your 
packaging requirements...from 
' labels to overwraps, envelopes 
and folding cartons which now 
prt include the Mead-licensed 
Reynolds Sales office. Or write to 
Reynolds Metals Company, 
Richmond 18, Virginia. 


* Registered trade mark of 
The Mead Corporation 


Watch the New Reynolds Aluminum TV 
Show “‘HARRIGAN AND SON,” Fridays; 
also ‘ALL STAR GOLF,’’ Saturdays. ABC-TV. 


PICTURED ABOVE WITH REYNOLDS WRAP... FINE PRODUCTS OF THOMAS J. LIPTON INC. 


Look to the Leader in Foil Packaging REYNOLDS 
“ALUMINUM 
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PACKAGE DESIGNS 


GOOD ENOUGH TO EAT 


According to Mr. Paul Dean Arnold, president 

of Arnold Bakers, cookies are 90% and more 
impulse items. Based on this idea, when Arnold 
redesigned their entire cookie line from flexible 
packages to the carton shown here, they 

wanted a package which at a glance would say 
“cookie and flavor.” 


The picture of one cookie on the slanted panel 
of the satchel top hits the eye and unmistakably 
describes the contents. The handle at the top 

is designed to invite “pick up” for easy impulse 
purchase. The name of each cookie is in its 

own identifying color. Other items in the line 
include: Lemon Chip, Chocolate Chip, Oatmeal, 
Chocolate Raison and Seasame. 


Each of the individual cookie cartons is designed 
to fit in a “Cascade of Cookies” display, three 
tiers of seven varieties. The carton itself pro- 
tects the cookies from breakage, and being 

rigid stands upright in the display. Life-likeness 
of the cookie has been obtained through a fine- 
screen lithographic process, Fidel-l-Tone, by 
Lord Baltimore Press. 


Designer: Fred Truchess, New York, N. Y. 
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TRAILS OF SMOKE 


Here are two of the newest designs to be seen 

at the cigarette counter. Design of new package 
of Benson & Hedges for Philip Morris, Inc., 
demanded restrained, tasteful treatment. At 
the same time, what was needed was a uniquely 
individual container not even remotely to be 
confused with that for any other brand. Design 
treatment of a single laminated sheet achieves 
unusual effect of three different papers. En- 
richment is provided by the juxtaposition of simu- 
lated good-grain area, heightened by calli- 
graphic copy treatment, with formal gold-framed 
“calling card” logotype in red on white, and 
metal-like crest in gold on a dark blue field. 
Cellophane overwrap bears devised version 

of familiar Benson & Hedges logotype in Old 
English style lettering to permit ready recognition 
by purchasers of the former package. 


Designer: Walter Landor and Associates, 
San Francisco, Calif. 
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VEGETABLE SOUP 


It has been amply 
proved that aluminum 
foil packaging creates 
an impression of Quality 
which is immediately 
imparted to the pack- 
age contents. And this 
is true even when the 
foil takes the form of an 
inner liner or envelope. 
The products illus- 
trated here, on 
Reynolds Aluminum 
Foil, present a classic 
example. As the house- 
wife opens these pack- 
ages the sight and feel 
of foil carry inescapably 
the connotation of 
quality . . . something 
that demands the finest 
protection. You build a 
product image in depth 
with Reynolds Wrap 
Aluminum Packaging. 


Reynolds Wrap 


SEAL HELPS SELL! 

Proclaim the fact that your 
product has the protection 
of Reynolds Wrap Alumi- 
num Packaging. Say it on 
your package with this 
Seal. Used on more and 
more products, known to 
more and more shoppers... 
surveys prove it helps sell! 


ITH REYNOLDS WRAP... . FINE PRODUCTS OF THOMAS J. LIPTON INC. 


ok to the Leader in Foil Packaging REYNOLDS | 
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PACKAGE DESIGNS 


ON THE BEAM 


A two-way display carton for merchandising 
Motorola portable radios is replacing the set-up 
box formerly used. This “gift-pak” provides 
display qualities for stimulating sales and has 
gift carton appeal. 


The carton is a one-piece, double-tapered 
Kwikset, providing product display in both top 
and bottom with the carton lying flat, or open 
on its sides. It displays five radios and 
accessories in two carton sizes, with inter- 
changeable inserts to display the different 
sizes. It is printed in two-color letterpress. 


Designer: Motorola design department (graphics). 


LARGE GALLON SIZE 


An industrial bowl sanitizer, Poly-Zag, now is 
packaged in a white-semi-rigid plastic gallon 
container. 


The new package, which is designed 
for institutional and industrial use, comes 
equipped with a red plastic handle. 


The red label was applied by silk screen. The 
company, Hyson Products Co., expects to 
market other private label brands and products 
in this container which has swirled blown 
decorations at the shoulder. 


Plastic container, screw-top closure: Owens- 
Illinois Glass Company, Toledo, Ohio. 
Plastic handle: Sun Sales, Cleveland, Ohio. 


JAK-ET-PAK 


The six-packs of Pepsi-Cola in cans are being 
packed in Jak-Et-Pak cartons supplied by the Box- 
board and Folding Carton Division of Conti- 
nental Can Company. The carton features the 
red, white and blue Pepsi-Cola trade mark 
superimposed on a striped yellow and white 
field, while the slogan “Be Sociable, Serve Pepsi” 
is printed in blue. Two cut-out holes are on 

top for easy grasping, plus a perforated tear 

strip to release cans from the carton. 


Designer: Design Department, Pepsi-Cola 
Company, New York, N. Y. 
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PACKAGE DESIGNS 


TE-PE PIE 


This Te-Pe Pie container, for Holly-Ann Corpo- 
ration (San Francisco), is used for a ready-to-serve 
chiffon type fruit pie which has a single bottom 
crust of graham cracker crumbs. The unusual 
shape was designed to give the product a 
molded appearance for increased sales appeal. 


The product—being chiffon—was difficult to 
package and required a rigid container. The high- 
domed foil cover was designed to crimp over 

a conventional foil pan bottom. The built in 
rigidity of the container allows it to be stacked, 
and the foil also provides for visual impact. 


The label is printed in gold and white plus a 
varying color to announce each variety of pie— 
apple, berry or strawberry—and includes repro- 
ductions of the fruit alternating with the 

name of the product and labeling information. 


Designer: Kaiser Aluminum & Chemical Corp., 
Oakland, Calif. 


Printing: Pacific Coast Foil Company, San 
Francisco, Calif. 


SUMMER’S DREAM 


The designer of the Teweles Seed Box went 
through a number of development stages, 
from having scenes of back yard activities 
to close ups of bare feet on grass, while 
simultaneously doing a market survey. 


The survey showed that impulse was playing a 
sizable part in the grass seed business. A 
check up in Milwaukee, Chicago area stores, 
where the product would be sold, found grass seed 
being merchandised alongside everything from 
toothpaste to ceiling lighting fixtures. 


Thus the designer felt it important to give 
immediate and instantaneous recognition of the 
product with large type and a close up drawing 
of thick, sturdy, healthy colored grass (in two 
shades of green). Special consideration was 
also given to the stacking problem of the retail 
outlet. 


Designer: Waldheim-Koepke Associates, 
Milwaukee, Wis. 
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Zip-String Zip-Strip 


unpackaging is important too! 


OBECKMUN 


Nothing so antagonizes a customer as a hard-to-open package. Modern films, with their high abrasion resist- 
ance and tensile strength, can be brutes. Dobeckmun Zip-Tape®, Zip-String and Zip-Strip can make any kind 
of a package a cinch to open, while not yielding one inch in either appearance or shelf life. Dobeckmun 
has a quick opening device for nearly everything that comes in a flexible package—ZIP-TAPE for cellophane 
and foil—ZIP-STRING recommended for the toughest laminations—ZIP-STRIP for products not affected by 
moisture loss or gain...a serrated edge to polyethylene bags and overwraps. For full information about this 
and other aspects of Packages for Performance, write THE DOBECKMUN COMPANY, A Division of the Dow 
Chemical Company, Cleveland 1, Ohio * Berkeley 10, California + Offices in most principal cities. 
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CAPSULE CASE HISTORIES 


Packager: Sylvania Lighting Products, Inc. 
Designer: Lippincott & Margulies 


A new concept in the merchandising of 
incandescent light bulbs for home use has been 
designed for Sylvania Lighting Products, Inc. 

It is based on a physical packaging development 
that “feels safe,” “looks safe,” and “is safe,” and 
a comprehensive system of color-coding for 
wattage size. The new system represents one 

of the first merchandising advances in the 
residential incandescent lamp industry since 
corrugated sleeves for lamps were introduced. 


Marketing and manufacturing research were 
carried out by client and designers both, before 
the first sketch was drawn, to determine 
design objectives. Physical packaging explora- 
tion began in light of this research-derived 
insight: women feel really insecure about 
handling or storing light bulbs, with or without 
the corrugated jackets that, heretofore, have 
been the only packaging available. 


The physical design problem was answered in 
the design of a sturdy, rectangular-shaped 
two-bulb package. Made of paperboard, it has 

a white inside liner, a highly stable center 
separator and a die-cut opening at each end, 
through which the bulb can easily be seen. 
Moreover, the rectangular shape allows for a 
graphic innovation: the prominent appearance 
of the wattage number alongside the die-cut 
opening, for easy recognition in stacking position. 
Color-coding offers immediate recognition and 
dramatic impact to each wattage size stocked. 
The system has been extended right on down 
to corrugated shipper cartons for easier handling. 


Designer: Regal Pale Brewing Company 
Product: Beer bottle, can and carton 
Packager: Walter Landor & Associates 


A departure in beer package design was given 
to the new Regal Select beer. The Regal 
redesign program was conceived as an exciting 
vehicle to dramatize the introduction of a new 
beer by the Regal Pale Brewing Company. 


The Landor designed packaging, embracing label, 
neckband, crown, 12 oz. and 16 oz. can, multi- 
packs and shipping cartons, was designed to 
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YOU GET BETTER PACKAGING FROM ALCOA 


FROM LABELS OF ALCOA ALUMINUM 
that catch the customer’s eye, and hold it... 
that spark instant product identity. . .in- 
stant sales ...simply outshine the compe- 
tition. Labels that go right on selling even 
after the sale. Labels that stand out...stay 
bright ... stay on. Labels designed and test- 
ed for maximum sales through Alcoa’s ex- 
tensive facilities, to... 


OVERWRAPS OF ALCOA ALUMINUM 
that glisten with sell... provide your prod- 
uct with the finest protection available 
today. Aluminum overwraps that resist 
harmful light ... act as a barrier against 
moisture ...a safeguard against dryness 
... overwraps that keep your product near 
its desired temperature. Alcoa® Aluminum 
overwraps that protect and sell. ..can boost 
your product into a higher sales bracket, to... 


POUCHES OF ALCOA ALUMINUM that 
protect your product indefinitely ... make 
it more convenient. Pouches for instant 
mashed potatoes or air-speed indicators. 
Pouches of Alcoa Aluminum that keep your 
product’s quality intact from the moment 
it is sealed until the day it is put to use. 
Pouches for convenience .. . let your 
product be stored more simply ... kept 
within easy reach, to... 


CARTONS OF ALCOA ALUMINUM that 
generate attention-getting glimmer and 


sales for beverages or gift packages... foil- J 


laminated cartons for cosmetics... for 
freezer or refrigerator foods. Cartons of 
aluminum with fresh new colors that give 
your product the “‘look of quality and value.”’ 
So when you think about better packaging... 
think about Aluminum Company of America, 
Box 1666-J, Pittsburgh 19, Pa. 


Better Packaging 


ALCOA ALUMINUM 


Foil Packaging 
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When you think about packaging...think about 
these many ways to better packaging... with 
ALCOA ALUMINUM. X Alcoa concentrates on 
all kinds of packaging. You name it! Cans, car- 
tons, bottle caps, jar caps, labels . . . everything! 
4 Alcoa, working hand in glove with America’s 
top package manufacturers, assures you that the 
look of your aluminum package will have the 
distinctive style and bounce that makes the buyer 
want to buy. 4 Alcoa puts its extensive research 
facilities to work for you. Want to know how that 
new aluminum package will affect your prod- 
uct’s shelf movement? Alcoa will test it for you. 
Merchandising and marketing data are at your 
fingertips. z Alcoa, with the most creative, sales- 
minded design approach in the industry, invites 
you to write in for more information on one of its 
favorite subjects: Alcoa Aluminum Packaging. 
Write to Aluminum Company of America, 
1666-J Alcoa Building, Pittsburgh 19, Pa. 


Better Packaging 
ALCOA ALUMINUM 
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Foil Packaging 
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CAPSULE CASE HISTORIES 


not only dramatize the introduction of a new 
brew, but to reflect and strengthen beer’s ever 
growing acceptance as a quality beverage. 


Primary design goals included: 1. high impact 
communication of the new light taste (developed 
after extensive consumer research); 2. a fresh, 
smart, modern appearance; and 3. a distinct, 
compelling air of quality. Additionally, it was 
felt that despite the emphasis on modernity and 
lightness, the new design must project an 
“unmistakable beer image.” 


In creating the Regal designs, particular attention 
was paid to the emphasis given the words “Regal” 
and “Select’”—the new brand signature replacing 
“Regal Pale.” It was felt that “Regal” must be 
stressed to retain established brand loyalty, yet 
“Select” must be emphasized, too, for this is 
the key word in creating a new product identity 
to widen consumer acceptance. 


The solution gives both words the same degree 
of emphasis: size, letter styling and positioning 
are identical. However, to assure a certain 
duality of brand image, each word stands out 
separately against two vividly contrasting color 
backgrounds. The color chosen for the word 
“Regal” is the company’s “own” blue—a shade 
used in previous Regal packaging. A warm, 
emphatic red spotlights “Select.” On the multi- 
packs a rich gold replaces the foil and metallic 
gold areas used on the bottle label and can. 


Packager: Reliance Manufacturing Company 
Product: Charter Products 


Designer: Raymond Spilman 


How to make the lady of the house shop for a 
package of clothing as easily as she shops for 
her favorite foods; how to make it possible for 
supermarket retailers to handle and sell apparel 
with the same ease as food, and without the 
messiness and confusion usually associated 
with unpackaged soft goods. 

This was the problem facing Reliance Manufac- 
turing Company when it decided in 1958 to 

use the burgeoning supermarket as a point of 
sale for its soft goods products that comprise 
the company’s Charter line. Reliance 
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CAPSULE CASE HISTORIES 


assigned William Harris to direct and 

develop the new supermarket merchandising 
concept for the company. After making a 
thorough market survey, he called in Raymond 
Spilman to get the kind of special self-service 
package and display fixture needed. Mr. Spi!man’s 
assignment: Create a new concept—the “Reliance 
Supermarket Merchandising System.” 


Items to be designed by Mr. Spilman were indi- 
vidual, self-service packages for men’s and boys’ 
ready-to-wear shirts and trousers, plus a self- 
selection fixture to contain and display 

the products. 


The Spilman office conducted a survey, with 
results which sharply influenced the ultimate 
design. The survey indicated: (1) the housewife 
had a distinct desire to “feel the merchandise,” 
but that if she had the opportunity to feel the 
merchandise, she very rarely did: (2) that impart- 
ing to the package a wasp or bottle-waist type 
of look would suggest clothing “trimness” for 
the wearer to the housewife; (3) that the pants 
package would be successful if it showed a 
section of the cuff, pocket, belt loop, and label— 
these being the principal considerations to the 
housewife; (4) that the pants package itself 
should contain a visual rundown of the principal 
wear-points in the trousers and how Reliance 
had overcome these particular conditions; (5) 
that a guarantee was an important part of the 
package-buying concept. 


The guarantee was incorporated on all packages 
in a gold color. The name Charter is in gold. 
The gold trim was also carried out to include the 
outline of the hole in the package, where the 

. housewife can feel the merchandise. 


The Spilman package for the Charter line is neat, 
light in weight, and carries a simple and inviting 
visual design. Each garment is individually 
boxed and wrapped in clear polyethylene, with 
a window front allowing full view of fabric, color, 
and style. 


Both size and price are clearly marked at the 
top face of the package in bold black type, 
providing easy consumer identification and 

swift handling at the checkout counter. Complete 
merchandise information appears on the package. 
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How LORD BALTIMORE 
helped perfect 
a selling package for 
Duncan Hines 


UNCAN HINES’ new package was 
D designed by Donald Deskey 
Associates, working with Procter & 
Gamble’s art department. They se- 
lected realistic art work. The product 
had to be shown in appetizing, bril- 
liant color to insure maximum sales 


appeal. 


Exacting craftsmanship 


Lord Baltimore’s experts in reproduc- 
tion techniques recommended our 
Fidel-I-Toneg process to assure me- 
ticulous reproduction and faithful col- 
ors. Every phase of the photographic, 
platemaking and printing process was 
then supervised in one of Lord Balti- 
more’s plants by a team of engineers, 
inspectors and craftsmen. 


Award-winning process 


This attention to detail and our Fidel- 
I-Tone process results in a package 
that sells on sight. Since the develop- 
ment of Fidel-I-Tone, Lord Baltimore 
has won more Folding Paper Box 
Association’s Technical Superiority in 
Printing awards than any other 
packaging service. 


Matched nationwide facilities 


Lord Baltimore’s folding box plants 
are located in Baltimore, Md.; Clinton, 
Iowa and San Leandro, Calif, They 
are backed by the complete resources 
of International Paper’s mills and 
research laboratories. Our matched 
nationwide facilities and 11 sales 
offices serve these packaging fields: 


Dry Foods Pharmaceuticals 
Cosmetics Dairy Products 
Frozen Foods Tobacco 


Beverages and many others 


INFORMATION FOR 
DESIGNERS 


POTATO CHIPS AND SNACKS 


Available now is an anti-oxidant cellophane 
for potato chip and other snack manufac- 
turers. The new film is said to offer extra 
protection for flavor, aroma and freshness of 
chips. It also has possibilities as a direct 
wrap for crackers, cookies and other foods 
containing high oil, shortening or fat content. 
Packaging Division, Olin Mathieson 
Chemical Corporation, New York, N. Y. 


TOUGH AND CLEAR 


A new type of polyethylene packaging film, 
combining the transparency of “high clarity” 
types with the strength of more durable 
varieties, has been introduced. The film is 
being marketed currently for use on bag- 
making and make-and-fill equipment only. 
The film has been given a special surface 
treatment that permits a strong ink-film bond. 
Temperature range suits it for frozen food 
applications. Du Pont, Wilmington 98, Del. 


SNAP-CAP CLOSURE 


Here is a new version of snap-cap closure to 
fit a specifically designed tooled-neck glass 
finish. In combination, a prime internal seal 
is obtained, with the outer portion of the cap 
providing a supplemental seal and a secure 
lock. It is seen as an excellent container 

for hydroscopic dry materials and readily lends 
itself to automatic capping. Demuth Glass 
Works, Inc., Parkersburg, W. Va. 


FLEXIBLE FABRIC LABELS 


A removable “fabric” label, grips firmly to a 
wide variety of surfaces, including leather, 
wood, rubber, metal, glass, paper, clothing and 
other soft goods. It may be removed when 
desired. Flexibility allows it to form smoothly 
on curved and spherical surfaces. 


These labels will not withstand laundering or 
cleaning, but will adhere to materials such 
as cotton, wool and synthetics. They can be 
printed, typed, rubber-stamped or marked 
legibly with ballpoint pen. Avery Label 
Company, Monrovia, Calif. 


NS 
~ 
é 
| 


ly 


oe BALTIMORE'S 85 years of experience 
in the graphic arts results in quality 
packaging for today’s mass or premi- 
um markets. Like this one in Procter & 
Gamble’s successful Duncan Hines line. 
This dramatic package was achieved by 
our exclusive Fidel-I-Tone,, process. One 
that combines exacting color photography 
and our precision 175- to 250-line micro- 
screened originals and press plates. 
Lord Baltimore was the first in the fold- 


Lord Baltimore Press 


How Lord Baltimore perfects a 
package that sells on sight 


ing box field to offer 4-, 5- and 6-color off- 
set presses. Now, all our plants offer these 
versatile presses as well as rotogravure and 
letterpress equipment. 

Choose from a myriad of finishes in- 
cluding our Par-A-Glaze,—the finest high- 
gloss coating available for frozen foods. 

We can construct a carton precisely de- 
signed for your product. Write: 425 Park 
Ave., New York 22; San Mateo, Calif. or 
333 N. Michigan Ave., Chicago, IIl. 


WILD BLUEBERRY 
MUFFIN MIX 
$101 


Pa 
| 
| 
ds 
4a 


| | 
4 


INFORMATION FOR DESIGNERS 


PULL-TAB OPENER 


This new can has two features: a quick-opening 
aluminum top and a laminated body. A pull 

on an aluminum tab, welded to the aluminum 
can end, removes the entire top from both 

a foil or paperboard rigid container. Called 
Safe Pack, the container has a foil board 
lamination for the body and aluminum ends. 


The tab has a loop finger opening. By lifting 
the loop and pulling, the tab tears out a 
thin, scored strip around the top. The top 
then comes free with the strip. 


Sides of the container body can be lamina- 
tion of paperboard, sandwiched between two 
layers of foil, or it can be one layer of foil 
with paperboard. 


The lamination is supplied in coil form, thus 
it can be rotogravure preprinted before the 
can is formed. Developed by Aluminum 
Company of America, Pittsburgh, Pa., and 
United Shoe Machinery Corp. 


IMPRINTING BAND SEALERS 


Filled pouch bags moving on a conveyor belt 
through a band sealer can be imprinted 
with control data or decorative designs above 
the heat seal. Available in any color. 
Superior Roll Leaf Manufacturers, Inc. 
Hoboken, N. J. 


HIGH SPEED CORRUGATED PRINTING 


The technique—high speed photographic 
reproduction from mechanically made 50-line 
screen plates opens a number of doors for 
merchandising with corrugated board which 
previously were closed to this medium. 


The new synthetic rubber material which 
made the advance possible is called Fibre- 
Mate. Printing results are achieved not 
from the volume of ink used, but from its 
color strength, or concentrated intensity. 


Ink coverage can be controlled because of 
the thinner intensed ink. 70-line screens and 
four-color work are also practical. Packaging 
Corporation of America, Evanston, Ill. 
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America’s biggest. 
brand names 
sold on 


products are 
sold on quality 


HONEYS 


SELECTED 


Dried Beef 


SMOOTHER Ce 


"Join the parade at the check-out counter by packaging 
your product in Anaconda Aluminum Foil 7 


FOIL-PACKAGED 
PRODUCTS ARE... 


Anaconda Aluminum foil gives your product a “see-me”’ 
glitter that sets it apart from its shelf neighbors. 


FOIL-PACKAGED 
PRODUCTS ARE... 


Your product is sealed against air, moisture, light, heat and 
cold, and all contaminants throughout all phases of distribution. 


Mrs. Homemaker not only sees your product first when it’s 
packaged in foil, but readily buys it because she associates 
foil-packaging with freshness and quality. 


FOIL-PACKAGED 
PRODUCTS ARE... 


JOIN THE SALES 

PARADE BY 

PACKAGING YOUR 
PRODUCT... 


Whether you package your own products, or supply packages 
for others, check with Anaconda Aluminum. When you do, 
you'll be working with a company where participation as a 
basic supplier in successful packaging is a habit. 


When you buy foil for packaging 

or printing, remember... 

Every industry has one member 

who specializes in customer satisfaction 


NACONDA 
LUMINUM 


ANACONDA ALUMINUM COMPANY + GENERAL OFFICES, LOUISVILLE 1, KENTUCKY 
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VINYL ENGRAVING PLATE 


A vinyl engraving material has been developea 
that permits higher press speeds, has longer 
plate life and gives better ink coverage 

with less ink. Good for printing bags of all 
Types. B. F. Goodrich, Akron, Ohio. 


“GRABBIER” TAPE 


An improved version of Printer’s Tape for 
adhesive labels, advertising stickers and pack: 
age sealing, has been introduced. The tape 
has a “grabbier” white natural rubber 
adhesive that makes the white tape more 
opaque, creating a better contrast with the 
printing. It is pressure-sensitive. The 
backing is white flatback printable paper. 
Arno Adhesive Tapes, Inc., Michigan City, Ind. 


PRINTING POLYPROPYLENE FILM 


Treated polypropylene film for packaging use 
has been printed on a commercial-sized 
press. Using a special ink, prints of good 
quality and high gloss were obtained at 
commercial speeds of 300 feet per minute. 
Recommended for all packaging applications, 
including wet packaging. Claremont Pigment 
Dispersion Corporation, Roslyn Heights, N. Y. 


STIK-ON BLISTER PACKAGES 


A new automatic air press for mass produc- 
tion of blister packages can package almost 
any type, size and shape of product. 
Operating without heat, the air press doesn’t 
curl, warp or bend the backing card. 
Application is suitable for companies in the 
electronic, nuclear, electrical fields, etc., 
who manufacture delicate parts and 
components. The Jackmeyer Corporation, 
New York, N. Y. 


PROTECTION FOR METALS 


This new line of packaging papers provides 
protection for non-ferrous metals. The 
papers are sulfur-free, inhibit oxidation, and 
prevent tarnishing of copper, brass, bronze 
and cadmium. Contact with wrapped surfaces 
or a tight seal is not required. 

Daubert Chemical Company, Chicago, III. 


INFORMATION FOR DESIGNERS 


PERMANENT LABELS 


A permanent, clear, full-color label for squeeze, 
semi-rigid and rigid plastic bottles is now 
available. It is applied by a cold seal 

process. The printed image, acetate faced, 

is suspended between an adhesive that locks 
in the printed copy from outside influences. 

It is impervious to cosmetic materials, 
pharmaceuticals, water, brine, alcohol, 
solvents, alkalies and some acids. National 
Laminating Sales Co., Los Angeles, Calif. 


MULTICOLOR PRINTING ON CORRUGATED 


Corr-Lure process has been developed to effect 
economies in multicolor printing on cor- 
rugated board. 


This system applies as many as 12 matched 
colors. A rainbow effect can also be obtained 
if desired, since the colors can be blended 
while printing. 


Plate cost is the same as for a set of two-color 
plates, and the printing cost is moderately 
more than a two-color run. May be obtained 
from The Mead Corporation, Dayton, Ohio. 


SCENTED POLYETHYLENE 


A switch to perfume-scented polyethylene 
hosiery bags has resulted in a 10% sales 
increase for Comette Hosiery Mills. 

Size, shape, and graphics of package 
remained the same. Polyethylene bags are 
made by Texas Plastics for a resin supplied 
by U. S. Industrial Chemicals Company. 
During film manufacturing, perfumed poly- 
ethylene concentrate is included with the 
conventional film grade resin before extrusion. 
The perfumed polyethylene concentrate 
comes from Fragrance Process Company, 
New York, N. Y. 


CORRECTION: In our last issue this column 
ran an item on the Polarascope, a device 
used to predetermine design appeal. The 
address given for further information was 
incorrect. The correct address is: Crowell 
Carton Division, St. Regis Paper Company, 
Marshall, Mich. On page 34 of this issue 

is a complete article on the Polarascope. 
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* 
NEW WHETHER PREDICTOR! 


“To buy, or not to buy?”’ From 


‘market conditions and prevail- 
‘ing consumer buying patterns, 
Persuasive Packaging forecasts 


the answer—and the reasons 


why. Best way to find out why a 
/person does, or doesn’t buy your 
product is to ask him. Ask enough 


people, and a pattern begins to 
emerge. That’s where Gardner Mar- 


‘ket Research comes in. People— 


prospects, customers, dealers, men, 


women, and children—are ques- 
itioned. What do they like about your 
| product? your package? your compet- 


itor? Anything that reflects on the 
vature of your sales problem is 


noted. J Their findings, properly in- 


terpreted and evaluated, direct and 
motivate Persuasive Packaging. The 
result? We show you only coordinated, 
sales-oriented packaging recommen- 
dations. Resourceful, imaginative 
packaging that sells! J If you're a 
“show me”’ guy, call us. We’ll be glad 
to show you how whether prediction 
can help you blow up a storm of new 


sales. 


DIAMOND NATIONAL 


THE GARDNER DIVISION 


MIDOLETOWN, OHIO 
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Nuts and Bolts! Gardner 
Machine Application 
adapts your product 


Gardner Package Testing, 
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WORKING EXAMPLE OF 
PERSUASIVE PACKAGING 


You’re looking at the ‘‘stars of the 
show’’—top winners (two 1st and four 
merit awards) in the 1960 Folding 
Carton Competition. Pretty, but prac- 
tical, too. New in shape, design, con- 
cept, construction and sales results. 
Our contribution? Prize-winning con- 
struction, plate work and printing to 
flatter an already superb design* — 
plus a firm recommendation that we 
employ the exceptional printing char- 
acteristics of our new premium board 
—Diamond-Glo. Throughout the de- 
velopment of the program, Gardner 
packaging experts worked closely with 
the designers offering technical coun- 
sel in the areas of structural design, 
printing, and machine development. 
We'd be happy to offer you the same 
sort of service. J *package designs 
by Smith, Scherr and McDermott. 


DIAMOND NATIONAL 


THE GARDNER DIVISION 


MIODLETOWN, OHIO 
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PACKAGING DESIGN 


Volume 1, No. 2 


THE CORPORATION 
AND THE DESIGNER 


One of the basic questions facing designers 
today is how to establish a better working 
relationship with corporate management. This 
is true whether he works as a part of the 
corporation or as a consultant. This question, 
“The Corporation and The Designer,” was the 
subject for discussion at this year’s International 
Design Conference in Aspen. 


Unfortunately, as at many meetings like this, 
the corporation was not adequately represented. 
Consequently, the designers had a great time 
building up a case for themselves without having 
to debate with management the realistic aspects 
of the world of business that they work in and 
are supported by. 


Showing through these discusions was the basic 
antagonism of many designers toward the 
corporation’s primary responsibility of producing 
profits for its shareholders. Designers, generally, 
seem to feel that the corporation, engrossed as 
it is in producing for profit, has no real interest 
in aesthetical and human values. They see the 
overriding materialistic goals of the corporation 
as a threat to the development of the designer's 
potential as a productive human being. They 
fear these goals will impinge on their freedom 

to bring significant aesthetical experiences 

to the public. 


On the other hand, had typical corporate man- 
agement been represented at the Conference, 
they might have expressed in their discussion 
their feelings that the designer is a befuddled, 
unrealistic, self-centered individual who has no 


concept of the scope of the corporation problems 
—of which design is only one. 


Each—the designer and the corporation—is 
doubtful—and suspicious of the other’s objectives. 
They both fail to recognize (and therefore can’t 
take advantage of) what each can contribute 

to the other. 


Can the chasm which apparently exists between 
management and the designer be bridged? If so, 
what is the nature of the effort required to 

establish better designer-management relations. 


It was suggested in Aspen that graphic and 
product designers should form a national 
professional design organization. By doing so, 
and establishing standards of practice, they 
could achieve greater professional stature and 
recognition for themselves and greater under- 
standing and appreciation of design. 


This is one practical approach to the problem of 
“The Corporation and The Designer.” There 
should be others. 


In order to bring together the ideas of many 
designers on this subject, the editors of 
PACKAGING DESIGN invite your comments and 
offer you the opportunity to express your views 
here. Based on your personal experiences and 
observations, what steps do you think can be 
taken to effect a better relationship between the 
corporation and the designer? 


Selected spokesmen for management will also 
be asked to discuss this problem. 
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Karl Fink, President 
Karl Fink and Associates 
New York, N.Y. 


IMPORTANT AMERICAN PACKAGES 


Presented with this article by Mr. Fink are photographs 
of noteworthy American packages which are important 
in the American marketing scene. All have been de- 
signed by independent design consultants. 


1 

Philip Morris package 

for Philip Morris, Inc. 

Designer: Egmont Arens, New York, N.Y. 


2 

Lucky Strike package 

for American Tobacco Company. 
Designer: Raymond Loesey Associates, 
New York, N.Y. 

3 

Winston package 

for R. J. Reynolds. 

Designer: Royal Dadmun & Associates, 
Baltimore, Md. 


4 

Herbert Tareyton package 

for American Tobacco Company. 
Designer: Lippincott & Margulies, 

New York, N.Y. 

6 

Marlboro and Spud packages 

for Philip Morris, Inc. 

Designer: Frank Gianninoto & Associates, 
New York, N.Y. 


THE INDEPENDENT 
PACKAGE DESIGNER, U.S.A. 


Liquors, perfumes, cigarettes and patent medi- 
cines were among our early packaged goods. Most 
of these were designed within the art departments 
of lithographers or by commercial artists. There 
was need for decorative identity, for communica- 
tion, and occasionally, for a proper look of luxury. 
Some excellent work was done for its time. It was 
when crackers started to leave the barrel and the 
grocer grew tired of weighing out the sugar, that 
packaging design began to develop independent 
design consultants. 


The twenties saw such men as Ressinger and 
Dickens in Chicago, Allen and Arens in New York, 
and somewhat later, Nash, Switzer, Wilmet, Loewy, 
and Gianninoto. 


These successful designers developed strong and 
often colorful personalities. They could gain and 
hold the confidence of client top management. 


UNBIASED POINT OF VIEW 


The independent design consultant puts forth 
many reasons for his hire. He is unbiased: he is 
free to choose between a polyethylene bag, a fold- 
ing box, a jar or a can; free to specify lithography, 
gravure, letterpress, or flexography. He has the 
creative thirst for new materials and processes and 
is free to apply them when the time is right. He is 
unhampered by plant considerations and capital 
investment in machinery. His function is on be- 
half of his client, the manufacturer of goods to he 
packaged. 


While these are doubtless good reasons for retain- 
ing an independent consultant, the big reason he 
will give is that the independent creates more 
effective product images. 


The independent design consultant is involved 
with many of our important name brands. He is 
used most where the point-of-sale competition is 
keen. With the growth and depersonalization of 
American corporations, with the advent of the 
brand manager, who usually has the responsibility 
and authority over the design of his products, the 
designer’s function is somewhat different. 


Not quite the old personal relationship with top 
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6 

Bottle and can packaging 

for F. & M., Schaefer Brewing Company. 
Designer: Walter Dorwin Teague Associates, 
New York, N.Y. 

7 

Gunther beer bottle and can 

for Gunther Brewing Company (now Theo, Hamm). 
Designer: Lippincott & Margulies, 

New York, N.Y. 

8 

Old Smuggler scotch bottle 

for Forres, Dumbarton & Glasgow. 
Designer: Carl Otto, New York, N.Y. 

9 

1954 Old Forester decanter 

for Brozen-Forman Distillers. 

Designer: Raymond Loewy Associates, 


New York, N.Y. 
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management (brand manager turnover is great- 
er), not so much blind faith in the designer’s rec- 
ommendation, there arises the need for more docu- 
mentation with his work, more need for consumer 
information, fewer bold, “guess-right” decisions, 
more logical reasoning—more testing, more re- 
search, more sound marketing strategy. 


Some of the present day design offices are quite 
large, with well staffed and equipped research de- 
partments, miniature supermarkets, adjustable 
lighting and other devices. 


Independent designers spend a good part of their 
time in the field. There is some difference of opin- 
ion as to what percentage the drawing board time 
actually is. In many of the offices both product 
and package design are carried on, often by sep- 
arate personnel. 


Recent years have also seen the growth of the ver- 
satile individual designer (by individual designer 
| mean one who works with a staff of no more than 
five or six, so that he can wield maximum personal 
design influence over what his group turns out). 


These are men who work in many fields, have de- 
veloped a strong personal approach, and consider 
their broad versatility to be an important factor 
in their design creativity and success. 


The size of a design group is not necessarily an 
indication of particular fitness for large projects. 
Smaller offices habitually handle them with emi- 
nent success. Nor are design fees necessarily 
higher in a larger office. 


THE PACKAGE DESIGNERS COUNCIL 


The Package Designers Council was founded in 
1952 after several earlier attempts. It is a profes- 
sional organization, limited to qualified designers 
and design consultants whose services are not 
rendered in conjunction with the sale of pack- 
aging materials. 


Membership requirements are rigid, with final ap- 
plicant approval by P.D.C. Board of Directors. 
Many of the P.D.C. members also belong to A.S.I.D., 
or |.D.l. A specialized organization is necessary 
because of the unique needs in the packaging 
industry. 


P.D.C. has members across the country with a 
chapter in the midwest and one in the east. There 
are now 75 members, mostly heads of offices. 


INDEPENDENT PACKAGE 
DESIGN, U. S. A. 
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10 
Ham can for John Morrell & Company. 


Designer: Dickens Incorporated, Chicago, Ill. 

“Thins” line of Nabisco packaging 
for National Biscuit Company. 
Designer: Raymond Loezey Associates, 
New York, N.Y. 

12 

Cosmetic cotton package for Johnson 
& Johnson 

Designer: Donald Deskey Associates, 
New York, N. Y. 

13 

Gleem toothpaste carton 

for Procter & Gamble. 

Designer: Donald Deskey Associates, 
New York, N.Y. 


INDEPENDENT PACKAGE 
DESIGN, U. S. A. 


14 
Carton and tube for Alberto Culver Company 


Designer: Dickens, Inc., Cricago, Ill, 

15 

Foil Dial soap wrap 

for Armour & Company. 

Designer: Dickens Incorporated, Chicago, Ill. 
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16 
Corn Bread Easy Mix foil package 


for Quaker Oats Company. 

Designer: Raymond Loewy Associates, 
New York, N.Y. 

J.C. Higgins golf ball package 

for Sears, Roebuck and Company. 
Designer: David Osborne, Osborne: 
Tuttle, Inc., Chicago, Ill. 

18 

Data Processing Machine supply item 
for IBM. 

Designer: Paul Rand, Weston, Conn. 


19 
Hardware package for J. Wiss & Sons. 


Designer: Lester Beall, Brookfield Center, 


Conn. 


19 
20 
Cross Country Ready-to-Plant Roses package 


for Sears, Roebuck and Company. 
Designer: Elaine Bramhall, Nugent- 
Graham Studio, Oak Park, Ill, 


21 
Carton with trade package inside 


for Hoffman-LaRoche Inc. 
Designer: Harry and Marion Zelenko, 
New York, N.Y. 


32 PD a 
: 
16 17 


Its ambitions and programs have always seemed 
greater than its membership could comfortably 
handie. The P.D.C. founders’ Statement of Pur- 
pose has been considerably broadened in the past 
eight years. There is yet much to be done. 


Progress has been made in several areas. Much 
has been done to clarify the seeming conflict be- 
tween designers and packaging suppliers. Some 
of the packaging trade competitions have been 
upgraded. The need for more design staff talent 
is being met by the establishment of better liaison 
with design schools and universities. Good client- 
designer relations are being recognized and 
pointed up by the establishment of the P.D.C. 
Industry Award for exemplary client-designer rela- 
tions that result in superior packaging design. 


Also important are the opportunities that P.D.C. 
affords designers to know each other better through 
meetings, conferences and seminars. An effort is 
made to welcome more rather than fewer people 
into the package design profession. There is also 
the opportunity to establish high standards prac- 
tice and to exchange notes between the seasoned 
and the younger designer. 


INDEPENDENT PACKAGE 
DESIGN, U. S. A. 
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Alf Nelson 

Director Department of Visiometrics 
Crowell Carton Division 

St. Regis Paper Company 

Marshall, Mich. 


For a complete Polarascope case history of the 
redesign of these packages for Handy Wacks 
Delicatessen Paper see page 37. 


TAKE THE GUESSWORK 
OUT OF GRAPHICS 


Many package design problems evolve around the 
whims of personal preference. Every artist has 
seen many truly fine pieces of graphic art work 
fall by the wayside. Asked why, they can cite 
numerous reasons. Many are in the realm of in- 
dividual tastes, desires and preferences that 
usually amounts to little more than guesswork. 


There had to be a more scientific approach, we 
reasoned. In 1954 we set about seriously to seek 
some solutions. 


The results from this six year quest were an- 
nounced early this year— Crowell’s Department 
of Visiometrics. Equipped with coldly calculating 
devices of several types, the department can in 
effect eliminate much of the subjective individual 
guesswork and personal preference from package 
and graphic design. The result: more scientifically 
designed cartons to make the most sales impact 
at the consumer level. 


First of several devices to emerge from the nearly 
six years of research, design and development was 
the Polarascope. The first commercial model was 
completed late last year. Its hand-made prototype 
had been in development six years, constructed at 
a cost exceeding $8,000. 


POLARASCOPE “RATES” DESIGN IMPACT 


Essentially, the Polarascope was conceived to rate 
two or more competitive packages or graphic de- 
signs in terms of comparative visual impact, visual 
flow, attention value, brand recognition, product 
recognition, legibility and depth penetration. 


While the instrument can do these things, it is up 
to the customer to decide which elements in the 
design he wishes to have the greatest visual im- 
pact and the order of visual flow, or what other 
elements he feels should be emphasized. 


Carton designs are measured against these criteria 
to earn a numerical rating by components. The 
sum becomes the package “sales or merchandising 
appeal quotient.” However, all ratings are on a 
comparative basis. 


CONSTRUCTION OF THE POLARASCOPE 


The Polarascope is a cabinet measuring 28x28x34 
inches, with a source of constant illumination. A 
built-in light meter is used to avoid varying light 
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levels on repeated tests. The cabinet is severely 
plain, to avoid distractions. The exterior is finished 
in neutral gray laminated plastic; the interior is 
fitted with neutral gray felt to avoid reflections or 
after-images. 


Neutral gray, rather than either white or black, was 
selected on authority of sight specialists. Severe 
contrasts produce off-balance color effects in 
human eyesight. 


Mounted in the front of the cabinet is a revolving 
glass or scope made of specially adapted lenses. 
It measures 18% inches in diameter. Attached to 
the right of the “scope” is a direct-reading scale 
to give a mathematical reading. 


Persons taking the test sit in front of the “scope,” 
which in a totally closed position allows no light 
to pass in or out of the cabinet. Test cartons or 
designs are placed in the cabinet through hinged 
doors at the back. 


If, for instance, a design is to be tested, a “con- 
trol” is placed inside the instrument to familiarize 
the viewer with the operation. Then holding the 
control switch, the viewer starts the “scope.” As 
soon as a unit of design is legible, the viewer re- 
leases the control switch. A magnetic brake inside 
the motor instantly stops the scope. The numeri- 
cal rating on the scale is noted. 


A design rating of 490 to 495, as an example, would 
have a high recognition factor. But this rating is 
valid only when compared to variations of the de- 
sign appearing on a second or third carton. A 
rating respectively of 395, 280 and 170 on three 
cartons, for example, would demonstrate the rela- 
tive values of a design on three different cartons. 


After each reading the scope is returned to its 
neutral or closed position. 


FIXED LIGHTING CONDITIONS 


Carton tests are conducted under fixed or constant 
conditions of light. The internal cabinet lights 
are constant, illuminating samples from all direc- 
tions. Exterior room lights are also constant. 


This stimulates conditions under which most car- 
tons are viewed, particularly in stores. No eye 
charts, one-way mirrors, changing light intensity 
or other compensating devices are used. 


The only variable is the scope which simply orients 
light rays without in any manner affecting the eyes 
of persons taking the tests. Eyesight itself is not 
an important variable, since all readings produced 
by persons operating the Polarascope are relative. 
In commercial tests already conducted, persons 
with varying eyesight achieved different numerical 
readings. But significantly in each case the ele- 
ments of the carton that were given one-two-three 
priority by the customer came up in that order in 
every instance. Even persons who are color blind 
can successfully operate the Polarascope, because 
they too see in terms of values. 


SEVEN AREAS ARE TESTED 


The Polarascope can produce readings in seven 
primary areas. The sum of these is interpreted to 
give a rating to the carton design as a whole. They 
are: 


1. Visual impact—gives a direct reading of the 
visual impact of the package as a whole and of 
its various elements for comparative purposes. 


2. Visual flow—plots visual flow, determining the 
precise order in which illustrations become visible 
or the type becomes legible. 


3. Attention value—enables the operator to rate 
attention value as compared with several proposed 
designs or competitive products. 


4. Brand recognition—shows how soon, and in 
what order, brand recognition assumes visual 
validity. 


5. Legibility—rates hand lettering and type, and 
the various colors they may be printed in, from 
the standpoint of legibility. 


6. Product recognition—plots accurately, for pur- 
poses of comparison, the strength or weakness of 
brand recognition of several designs. 


7. Depth penetration—together with tests on the 
Angle Meter, it gives an accurate picture of the 
depth penetration of a package under controlled 
conditions. 


We have successfully employed the Polarascope at 
times when two or more customers, as well as per- 
sons within the plant, debated virtues of several 
carton design concepts. In each instance the 
Polarascope demonstrated the strong and weak 
points of design, type, color and other factors. 
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A POLARASCOPE CASE HISTORY 


Since Polarascope findings are valid only when a 
comparison is made between two or more designs, 
to competitive products were chosen for com- 
parative units on the Handy Wacks Packages 
shown on page 34. The Polarascope is 


shown above. 


Tests were made on three items on these packages: 
1. Brand recognition: Handy Wacks oval logotype. 
2. Product recognition: Words “Delicatessen 
Paper.” 3, Size designation: 500 sheets, 15 x 
1034 and 8 x 1034. 


After a thorough analysis and study of the designs 
mentioned, 10 recommendations concerning the 
Handy Wacks carton were presented to the cus- 
tomer: 1. Visual flow and selectivity be increased 
on the Handy Wacks design by using only one 
logo. 2. Greater clarity of the logo image be re- 
tained by removing the type in the oval border 
and strengthening this border. 3. The words “con- 
venient, sanitary, and economical” be used as a 
foil or accent to the oval by being printed in one 
line with the oval centered. 4. The words “delica 
tessen paper” be enlarged and placed in the lower 
part of the dispenser. 5. The size designation 

be. moved to the upper section of the package. 

6. The end panels should remain much as they 
are, except for a slight reduction in the upper logo 
and the modifications mentioned in No, 2 above. 
7. The size designation be included on all end 
panels, 8. The side panels be redesigned to in- 
clude the product name. 9. The corporate signa- 
ture be in reversed white and somewhat reduced 
for better image. 10. The redesigned oval logo 
be used only once on this panel. 


GUESSWORK OUT OF GRAPHICS 


MORE THOUGHTS ON MECHANICAL TESTING 


If the principles of design are valid; if the organ- 
ization of line, attitude, shape, measure, texture, 
value, color, etc., according to the laws of vision 
are effective, certainly measurements of these 
qualities are possible. 


Testing instruments cannot create, they can only 
measure and evaluate. They can point out 
strengths and weaknesses in a design but—and | 
cannot emphasize this too strongly—they should 
be used on a strictly comparative basis. They can 
point out the relative worth of several designs 
from the standpoint of visual impact, flow, legi- 
bility, and visio-angle validity, etc. They can, when 
used in the product's selling environment, give 
comparative numerical ratings to the design’s 
ability, as a complete unit, to maintain its com- 
petitive position among similar products. 


The contention that a good designer is, through 
training and experience, instinctively aware of, 
and employs all design elements to achieve ac- 
ceptable levels of legibility, proper visual flow, etc., 
may be true. But the designer is also a human 
being subject to variations of visual acuity and 
apt to become self-hypnotized and fixed in the ruts 
of what they like to call their artistic integrity. 


Comparative instrumental visual analysis can give 
a designer an objective yardstick against which to 
measure his contentions. It will also, if he will 
incorporate the instrument's findings into his de- 
signs, give him a potent argument to management 
in support of his recommendations. 


We do not suppose that all testing is valid. Many 
methods employ devices with which we cannot 
agree. For instance, grave doubts exist in our 
mind in regard to the value of ocular, or eye move- 
ment cameras. Eye dwell may not, as it is sup- 
posed, indicate levels of interest but rather they 
may show areas of confusion or low levels of legi- 
bility. Tachascope, or time interval studies, we 
feel, are most valuable in checking and substanti- 
ating the findings of other instruments both as to 
internal as well as environmental competitive lev- 
els of attention value. Alf Nelson 
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Clyde 8. Gischel 
Director of Marketing 
The Stanley Works 
Nese Britain, Conn. 


1 
A selected group from over 40 different 


packages for a complete line of electric tools. 
Strong family resemblance was achieved 
even though many diverse size, shape, pro- 


duction and merchandising requirements 


were present. 


PACKAGING BUILDS 


STANLEY’S CORPORATE 
IDENTITY 


In January 1955, the director of marketing initiated 
a program intended to draw together the expand- 
ing divisions so that they would become recogniz- 
able members of the corporation. Packaging was to 
play an enormous part in this program at the Stan- 
ley Works. Obviously the visual impact of this 
unification plan upon the public was of prime im- 
portance. As there were no industrial design de- 
partments or staffs within the corporation at that 
time, management decided to retain the services 
of Lester Beall, Inc., on a consultant basis. 


The task of unifying Hand Tool, Etactric Tool, 
Hardware, Chemical and other diverse divisions 
required a comprehensive study of corporate 
trademark and color usage. Right from the begin- 
ning, it became obvious that though the existing 
Stanley trademark was antiquated and confused 
through inconsistent use over the years (outlined 
and solid trademarks of varying rectangular and 
extremely diverse lettering styles were seen al- 
most everywhere) it was still essentially a sound 
mark. 


CLEAN-UP PROGRAM INITIATED 


The trademark possessed good basic recognition 
power. It was familiar to a vast segment of con- 
sumers and stood for first quality American-made 
hardware and tools. To drastically alter this mark 
or to substitute a new one would have lost an im- 
portant positive appearance factor, to say noth- 
ing of the great number of old custcmers for Stan- 
ley. Therefore, a trademark “clean-up” program 
was initiated. The mark was simplified, inconsis- 
tencies eliminated, strengthened, and made more 
legible through a redesigning of the letter forms. 
The trademark question was easier to handle than 
the problems posed by color. Stanley had no ap- 
parent color scheme. The several divisions went 
their own ways with color. Even within the same 
division several colors were utilized. Therefore, 
a thorough study was initiated to select a standard 
company color scheme to be used throughout the 
entire corporation. Among the factors considered 
in the selection of the color were: 


1. Aptness and affinity to hardware, tools and 
other industrial products. 2. Psychological attrac- 
tion power. 3. Contrast to competitive company 
colors. 4. Ability to adapt and reproduce well un- 
der most conditions. 
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FOUR COLORS CHOSEN 


The colors selected through the analysis were in- 
tense lemon yellow, black, white and bright ver- 
million. As the system was conceived, the black, 
white and yellow formed the basic scheme with 
most frequent usage. The red was to be used only 
occasionally as an accent color or in peculiar mer- 
chandising situations. 


Standards of use for both the trademark and com- 
pany colors were established by the marketing 
staff March 28, 1956. Under the standards, the 
trademark could appear in only certain manners 
and situations. All other usages not expressly 
mentioned were taboo. 


APPLICATION OF TRADEMARK, COLORS 


After the broad concepts of trademark and com- 
pany were established, there began a series of 
programs to apply the trademark and color to spe- 
cific areas. One such area dealt with packaging 
for the Stanley Electric Tools division. Here a 
complete packaging design and production pro- 
gram was carried out. Packaging materials in- 
cluded corrugated cartons, folding boxes, plastic 
bags and labels. 


Purpose of the packaging program (from the orig- 
inal proposal to Stanley management): “We pro- 
pose to coordinate all Stanley Electric Tools pack- 
aging into a unified family of packages by means 
of a thorough redesign program. The purpose is 
to further emphasize Stanley company identity 
through the repetition of a series of dynamic and 
related packages.” 


Procedure: At the beginning of the program, a 
Stanley management group made up of represent- 
atives from production, sales promotion and ad- 
vertising, compiled needed information for the 
designer. The production department studied ex- 
isting supplies of cartons and prepared a schedule 
of package design completion dates for all pack- 
ages in order to fit the new designs into an eco- 
nomical re-order schedule. The advertising and 
sales departments selected products and pack- 
ages that needed extra punch, among them the 
newly created sabre saw and power-driver 14” 
drill. They re-examined copy and emphasis on 
existing cartons and made up-dating changes in 
product features copy. 


18 
2 | 
ESS OSS 
‘ih, SSS 
" y 
Ay Wh 
f 
al 
wl 
| 4 
5 


Before and after redesign program, 


Quick recognition of the function of the 
product for a simple display box necessitated 
the dramatic photographic and type treat- 


ment illustrated here. 


4 

Projection of a quality “feel” and a simple 
dramatization of the product helped intro- 
duce the revolutionary surface forming 


tool, “Surform.” 


Strong family resemblance and the pro- 
jection of a more feminine appearance were 
the guides toward introducing Stanley into 
the garden tool field. 


6 
Individual package from the electric 
tool line. 


PACKAGING BUILDS STANLEY’S 
CORPORATE IDENTITY 


CREATION WITH A THEME 


With the essential information provided by the 
Stanley Electric Tools management group, the de- 
signer proceeded with theme creation. As alter- 
nate ideas came forth they were, in turn, sub- 
jected to strict evaluation in terms of the obvious 
established design criteria and the problem solv- 


ing criteria of the particular project. Namely, each 
design had to: 


1. Reflect the quality and nature of the products 
and the integrity of the 100-year-old Stanley name. 
2. Exhibit a strength and masculinity associated 
with building and building materials. 3. Project 
a dynamic and related “family” visual image in 
the retail outlet. 4. Adapt to the extremely diverse 
size, shape, materials and merchandising require- 
ments of each individual package. 5. Reproduce 
easily and clearly at modest cost. 


What evolved from this analysis became a tightly- 
knit group of strongly graphic packages. A stylized 
mechanical illustrative technique was chosen be- 
cause it conveyed a precise and highly accurate 
representation of the products, and because the 
scheme lent itself to clean accurate reproduction 
the contrast of large areas of black, yellow and 
tan kraft or white afforded a dramatic and forceful 
image. The black bar, trademark and type motifs 
became flexible design elements that applied 
themselves easily to the varying package sizes 
and shapes. 


MANAGEMENT GIVES FINAL OK 


Two dimensional sketches or three dimensional 
dummies were made to illustrate each carton de- 
sign. These renderings were presented to the Stan- 
ley management group for evaluation and com- 
ment. Minor changes were occasionally made and 
a revised dummy was then resubmitted to man- 
agement. 


Upon approval of the design, finished art mech- 
anicals were begun. They, too, were submitted to 
management for a final check on copy, before 
printing plates were made. Proofs of plates were 
distributed to the production and sales promo- 
tion departments, and to the designer for evalua- 
tion to make sure that all designs were interpreted 
properly. Changes were few and slight in general, 
but this step afforded the complete contro! nec- 
essary for perfect reproduction. 
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7 
Dominant trademark scale, consistent family 


resemblance and strong type treatment pro- 
ject a simple yet forceful image for the 
Stanley Chemical Company, a subsidiary of 
the Stanley Works. 


The entire first year of the program was spent in 
developing and completing a majority of the high 
volume and special promotion pickages. For ex- 
ample, builders’ saws, sanders, routers, saw blades, 
power planes and 14” drills were all packaged. 
The second year dealt with the complex industrial 
and lower volume cartons and labels. 


LABEL REDESIGN 


Part of the designer’s over-all goal was to simplify 
the division’s complex label situation. Before the 
redesign program began, 76 different label sizes 
were in use. Not only were the labels inappropri- 
ately related to cartons from a size standpoint 
and graphically unrelated to one another, but they 
also were a nuisance for the company to order and 
produce. Through the redesign program the num- 
ber of label sizes were reduced to nine. They 
were graphically tied together and strongly related 
to all other packages in the program. 


Two further types of problems that were solved 
during the second year were: the introduction of 
new products and the redesign of earlier promo- 
tional display packages to conventional construc- 
tions. In all, well over 40 different packages have 
been designed so far for Stanley Electric Tools. 


CANS, FOLDING BOXES, PLASTIC 


Other important packaging design efforts that as- 
sisted in projecting Stanley’s corporate look in- 
clude: 1. An entire line of cans, containers and 
drums for the Stanley Chemical Company, a sub- 
sidiary of the corporation. 2. A line of eight fold- 
ing boxes to introduce the Stanley Tools division 
into the garden tool field; a display folding box 
for a new and unfamiliar sanding device, the 
“Swirlaway;” a pair of folding boxes to promote 
a revolutionary new hand tool called “Surform,” a 
surface forming tool for wood, metal, plastic and 
other materials; a line of six folding box sleeves 
to assist a fall and Christmas promotion effort. 
3. An extensive line of polyethylene skin packaged 
hardware items for the builder and the home 
owner. 


4 
iy - 
'NDUSTRIAE @ | 
'STANLEV ATINGS AND PLAST 
| 
| 
| f 
i . 
: 


pent in 
he high 
For ex- 
blades, 
ckaged. 
dustrial 


simplify 
fore the 
sizes 
ppropri- 
ndpoint 
they 
der and 
num- 
They 
related 


solved 
ction of 
promo- 
onstruc- 
es have 
Tools. 


that as- 
look in- 
ers and 
, a sub- 
tht fold- 
division 
ing box 
ce, the 
promote 
form,” a 
stic and 
sleeves 
1 effort. 
ackaged 
> home 


Excerpts from a satirical 

slide show presented at the 
AMA Packaging Exposition at 
Atlantic City this year by 

Jay Doblin 

Director, Institute of Design 
Illinois Institute of Technology 
Chicago, Ill. 


PACKAGING IS ART 


Packaging is ART. But art is obscured. Art is a 
matter of opinion. Nevertheless, packaging is art. 


The package must be filled. And on today’s 
modern high-speed assembly line, this can be 


complicated. ... 
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The package must be opened with a mini- 
mum of effort. 


In the modern package, reuse of the container is 


a prime consideration. 


The well-designed container dispenses the 


contents with facility. 
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PACKAGING IS ART 


Packages are often designed to be carried on 
the person. 


There is also another aspect of packaging 
which must be taken into account before the 
art can be put on the package. But | tell you 

that packaging is an ART. This second group of 
problems before the art can be put on is com- 
munications. How would you otherwise know 
what’s in the package? 


This is a case history of a product called JAZ, 
which has recently been taken off the market. We 
can tell the story because the product is now 
defunct, without revealing any confidences. 

The reason it flopped was that too many people 
were heard to say in supermarkets, “Don’t gimme 
none of that JAZ.” 

This package is a perfectly good package. It 
holds the contents nicely and it tells you the 
name. But this is not enough. No self-respecting 
manufacturer would let the designer get off so 
easily. So... 
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The product name and illustration has to be 
added. Now we know all about the product. But 
even though it is complete, they just couldn’t 
leave it alone. 


The advertising agency got into the act and added 
those elements which insure the sales success 

of the product—“Instant,” “New, with mystical 
ingredients,” 10¢ off deal, selling slogans, 
premiums, guarantees—and God knows what else! 
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three 
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Of course, this previous case assumes that the 
company has only one product. And of course 
no company ever has only one product. There- 

fore, the designer must develop a format. In this 
case it is an institutional format. This is when 
all the packages are alike, like football players, 
and you have to read the numbers to tell them 
apart. The institutiona! format is passe, because 
the individual packages lack “sell.” 


Most multiple product companies have each 
product different, by accident or acquisition, 
depending on the need of the individual product 
as to design. Of course, they are always wor- 
ried about corporate identity. 
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PACKAGING IS ART 


Let me show you how competitors are using 
basic designs today. If you look carefully, they are 
actually like flags. These designs have the 
highest retentive values, and they work. 


One of the great problems in modern packaging 
is the fact that packages are never seen alone, 
but in multiple facings. 


; There are many other miscellaneous pieces 
of copy and illustrations—recipes, instructions, 
premiums, other promotions, etc. 


Yes, packaging is indeed an ART—after you have 
taken into account 20 or 30 functional and com- 
municative necessities; and the better the 
artist, the better the package. 
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Product: Ciba Series—Over the counter 
packaging. 

Designer: Ciba design staff—Koodin and Lapow. 
Client: Ciba Pharmaceutical Products Inc. 

Product: Neo-Polycin Otic Solution, Neo- 
Polycin Ophthalmic Ointment. 

Designer: Bedno Associates—Ed and Jane Bedno, 
Client: Jordan, Sieber & Corbett, Inc. 

3 

Product: Compocillin-V K. 

Designer: Norman Perman, 

Client: Abbott Laboratories. 


Photographer: Arne Lowenthal 


THE AIGA PACKAGING JURY INCLUDED: 


Francis E. Blod, president, Francis E. Blod 
Associates 


Leo Burnett, chairman of the board, Leo Burnett 
Company, Inc. 


Donald Deskey, president, Donald Deskey 
Associates 


Jay Doblin, director, Illinois Institute of Design 


Ralph Eckerstrom, director, department of design, 
advertising and public relations, Container 
Corporation of America 


Roy Larsen, vice president, head of packaging 
and graphics, Raymond Loewy Associates 


George Nelson, president, George Nelson and 
Company, Inc. 


William Prout, merchandising manager, 
Lever Brothers Company 


AIGA PACKAGING 1960 


AIGA’s third annual packaging exhibit opens to the 
public in October. 


It will show what the jury judged to be the finest 
examples of packaging over the past two years. 
Standards were somewhat unique in that the jury 
was asked to consider not only graphics and con- 
struction, but also the package’s role as a mar- 
keting tool. 


Charge to the Jury was made by Chairman Kar! 
Fink and Wallace Hainline, Liaison Director 
A.1.G.A. 


CHARGE TO THE JURY: 


As non-voting chairman it is expected that | pro- 
vide members of the jury with a summary of cur- 
rent thinking on the part of the Board of AIGA and 
the Packaging 1960 Exhibition Committee. 


In this, its third venture into packaging, the Insti- 
tute hopes to be less self-conscious about the 
word “graphic” in its name and wishes that this 
jury evaluate packages in their totality as items 
for sale and use, taking into consideration the dic- 
tionary definition of a package plus our knowledge 
of its marketing role with, of course, special inves- 
tigation into the visual and plastic elements and 
their production. 


The Institute aims to recognize and show fine 
work in many fields of printed communication. 
All items on display here carry a printed image 
of one kind or another. It should not be necessary 
to look for items that depend heavily on graphic 
solutions. It is most important that the complete 
package be effective, interesting and, if possible, 
exciting visually in full dimension. 


It is hoped that the jury will choose to include in 
the exhibition approximately 100 examples of out- 
standing packages.* One of the requirements this 
year has been the inclusion with each entry of a 
50-word statement that provides pertinent market- 
ing and design development information so that 
jurors can better evaluate each project. A 50-word 
statement is quite short and it is hoped that time 
will be found to look into much of this information 
for a more thorough job of selection... . 


*T his is to give an approximate or suggested number. 
If the jury thought only two pieces were worth 
showing, they would have been shown or 500, 

if they so wished. 
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ADIVISION OF THE 
REKOKUT CO INC 
38 19 108 STREET 
CORONA G8 


Product: Yardley Series. 

Designer: Donald Deskey Associates 

Client: Yardley of London, Inc, 

Product: Thistle Stationery Series. 
Designer: Morton Goldsholl and John Weber 
Client: Butler Brothers. 

6,7 

Product: Audax Professional Stereo Tone Arm, 
Audax Teeter A-35T, 

Designer: George Nelson and Company— 
Richard Schiffer; Client: Audax 

8 

Product: Cinemax-8, 


Designer: Gerald Guletta Associates—T obias 
O’Mara; Client: Shriro, Inc. 

9 

Product: Motorola Transistor Pocket Radio, 


Designer: Motorola Consumer Products Inc., 


corporate graphic section—Don Levy, 

10 

Product: Delco Moraine Brake Parts. 

Designer: Container Corporation of America— 
Thomas Shorer and Robert Richards, 

Client: Delco Moraine. 

Product: NBC Radio Audience Premotion Kit. 
Designer: NBC—Richard Levine; Client: NBC 
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IMPRESSIONS OF THE JUDGES 


PACKAGING DESIGN’s Editors checked several of 
the Jurors for their over-all impressions of the 
AIGA’s Packaging Exhibit. Their comments make 
interesting, sometimes provocative, reading: 


FRANCES BLOD: Difficult To Define Trends 


Acting as a judge in the packaging competition is 
not the most rewarding experience | know. Enough 
time is never allowed to do an intelligent job, and 
yet the full day required is always an unwelcome 
intrusion into a busy schedule. Due to the pres- 
sure of judging so many packages in a short space 
of time it is difficult to define any trends or com- 
parisons with last year’s AIGA show. 


However, | do have a broad impression of the en- 
tries which were submitted. They fall into three 
distinct categories: 


The first was run of the mill hack stuff which was 
discounted immediately. This group was made up 
of cliches and commercial type packages totally 
lacking in any sensitivity, color, layout, etc., as 
well as any understanding of the problem. 


The second group is hard to define. The entries 
were well designed in that they were attractive 
and clever but they did not seem to have any pur- 
pose. They did not say anything. It would seem 
that the designers in this group are guilty of being 
too “precious” .. . too concerned with what their 
fellow designers will think of their work and also 
too interested in winning awards. They also, like 
the first group, do not seem to fully understand 
the problem. 


The last group, and the smallest by far, was made 
up of packages that tell an effective product story 
through design, lettering, color, layout, etc. These 
designers have succeeded, through complete un- 
derstanding of the problem, to develop outstand- 
ing packages which are distinctive, fresh, arresting 
and highly successful in communicating with the 
consumer. As an example, | consider the package 
which Lester Beall did for Wiss and their shears 
(see “Independent Designer U. S. A.” article in this 
issue) and the Stanley Tool package (see Stanley 
Packaging article, this issue), to be excellent ex- 
amiples of this group. The future of effective pack- 
aging must go in this direction. 


AIGA PACKAGING 1960 
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LEO BURNETT: Reconciliation Of Viewpoints 
| was impressed with the great thoroughness of 
the exhibit prepared for the judges and the ex- 
cellent job of organization on the part of the staff 
of the American Institute of Graphic Arts. 


My over-all impression is that a much desired 
reconciliation of viewpoints is taking place be- 
tween the Ivory Tower and the more mundane but 
highly practical viewpoint of The Man in Charge 
of Marketing. Both viewpoints must be respected. 


The artist can bring to the manufacturer a price- 
less overtone of quality and clarity, plus an inde- 
finable pick-me-up factor, within the practical 
limitations of the particular package involved. 


The manufacturer, on the other hand, properly 
insists on a design which will stand out among 
competitive packages surrounding it, absolute 
clarity for all of the Sister Sadies to whom his 
product is exposed on the shelves, with some de- 
gree of realism. 


It is high time that this reconciliation occurred 
and | believe that now it is coming about. 


DONALD DESKEY: Breakthrough Taking Place 
The sound objections of last year’s jury to AIGA’s 
policy of judging packaging purely on graphic ex- 
cellence has at last resulted in some healthy 
changes. Considerations of marketing and mer- 
chandising effectiveness and technological inno- 
vation in judging this year’s show makes it a much 
sounder influence in the field of package design. 


The submissions this year closely parallel those 
of the previous show with one exception. Hereto- 
fore the new and exciting ideas have been in the 
specialized fields of cosmetics and with small 
manufacturers of low volume items. While this is 
still so, a breakthrough seems to be taking place 
with the large chemical companies in industrial 
packaging. Apparently a determination on the part 
of these organizations to establish a fresh corpo- 
rate image finds them using bold new forms, de- 
vices and colors in their package design. Refresh- 
ing answers in packaging of physician samples 
seem to have established a definite trend. 


Surprisingly, certain product categories such as 
hardware, soft goods and variety chain items have 
made greater progress in the use of stimulating 
packaging solutions than the food and drug field. 
These two more conservative areas, however, rep- 


AIGA PACKAGING 1960 


resent an enormous total dollar volume in sales of 
consumer products. 


There is still resistance on the part of manufac- 
turers with high volume consumer goods, particu- 
larly in the food and drug field, to deviate from 
their established package of forms. These product 
leaders in many cases seem hesitant to make any 
but small changes in package design. Manage- 
ment conservatism based upon carefully docu- 
mented research may have justification. How- 
ever, fear that consumers may fail to recognize a 
package on the shelf because of major design 
change does not seem valid. An exciting new 
package can, however, trigger a larger advertising 
and promotion appropriation which in turn gener- 
ates excitement among salesmen and even dealers. 
New and forceful packaging is often the basis for 
compelling counter and window display. | might 
observe that the professional industrial designer 
recognizes in the use of the consumer test market 
a means of substantially minimizing the risk in- 
curred in a radical package changeover of an 
“old warhorse.” 


JAY DOBLIN: Progress, Slow To Fast 

The show was a monster in scope, and there were 
many interesting things to see. However, | wish 
more of the people who show things would make 
an attempt to show new methods and materials. 
These are the things which are worthwhile from 
the point of view of a package designer. 


In spite of its immense size, the packaging show 
tends to make little progress from year to year, 
especially in the staple items (glass, paper, tin 
cans, etc.). There always seems to be some prog- 
ress in the new up-coming materials, especially 


12 

Product: Viking Cutlery Boxes. 

Designer: Michael Lax Associates—Richard 
Schiffer. 

Client: Ontario Knife Company. 

13 

Product: Charcoal Brix. 

Designer: Dixon ©& Parcels Associates— 
Frank Mustin. 

Client: Charcoal Brix Company. 

14 

Product: Warner's Free-for-All. 

Designer: Art Director Edward C, Kozlowski 
Client: The Warner Brothers Company. 
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15 
Product: Lake Gold Orange Juice. 


Designer: Container Corporation of America— 
Massimo Vignelli 

Client: Grand Island Citrus Co-op. 

16 

Product: Burgess Series —Tin-pak sponges. 
Designer: Daze Chapman Inc.—Hai Hester. 
Client: Burgess Cellulose Company. 

Product: Stock Eggs Carton. 

Designer: KVP Sutherland Paper Com pany— 
Roy H. Johnson, 

Client: KVP Sutherland Paper Company. 

18 

Product: Featura, 


Designer: Lassiter Corporation—Alan Van Bergen, 


Client: Pean Carol Hosiery. 

10 

Product: p! 

Designer: lean Chermayeff, Lou Theoharides. 


Client: Lensclean, Ine. 


molded plastics, film and foil. | always enjoy the 
show, and always find something useful to me, 
Like all shows, it is backbreaking if you do a con- 
scientious job of seeing everything. 


RALPH ECKERSTROM: Plateau In Creativity 


Creativity in graphic design has reached a plateau. 
No better evidence is exhibited than the packages 
submitted to the AIGA competition. All the vari- 
ous categories of packaging—such as foods, de- 
tergents, textiles, cosmetics, and pharmaceuticals 
—have their stereotype design solution. There are 
cartoon animals for cereals, swirls for detergents, 
butterflies and birds for textiles, geometric shapes, 
high-key photographs and pastel colors for phar- 
maceuticals. The same symbols, the same typog- 
raphy, the same colors, the same techniques, char- 
acterize each category. 


Charitably, by unanimous decision, the judges 
tossed out the entire group of record albums. This 
group, which supposedly offers the greatest free- 
dom for the designer, was represented by disap- 
pointingly and repetitive design. 


There is, obviously, great opportunity for the tal- 
ented, imaginative, market-wise designer who has 
the courage and the competency to sell his inno- 
vations to the client looking for brand distinction 
on a shelf of sameness. 


ROY LARSEN: .1 Successful Integration Rare 


The large number of entries submitted to the AIGA 
Packaging 1960 Exhibition gave a very comprehen- 
sive and accurate review of the package design 
completed during the year. 

There were many packages which were aestheti- 
cally pleasing with brilliant understanding of the 
elements of graphic design; packages with inter- 
esting innovations of form and materials; others 
that demonstrated an understanding of the visual 
confusion of the selling environment; others that 
attempted to grasp and project a strong product 
personality. But few showed a successful integra- 
tion of some of these basic aspects. 


| believe we could consider this year’s work as a 
pause—but a healthy pause in the progress of 
packaging design, as there are strong indications 
the designer is searching for, and understanding 
the coordination of the broader aspects of product 
presentation that is truly “packaging.” 
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56 PD John T. McCafferty OVERPRINT VARNISHES 


Divisional Sales Manager 

Jones-Dabney Division 

Devoe & Raynolds Co. Inc. 

Newark, N. J. 
The current accent on packages which are both 
durable and beautiful has caused a surge of in. 
terest in overprint varnishes and their contribution 
to the durability and beauty of the package. The 
increase in effectiveness of a package that can 
be obtained from the use of the proper varnish 
warrants the package designer's attention at the 
same level accorded to color, shape, and other 
factors inherent in sound package design. 


Occasionally, the functional requirements of the 
package will dictate the choice of varnish. In 
ql other cases, facilities available for package pro- 

i duction will govern the decision as to whether the 
package should be varnished, and if so, the type 
varnish to be employed. 


Varnishes can be classified by several systems. 
For our purposes, however, the grouping of var- 
nishes by type of equipment available for applica- 
tion is most convenient. Principal types are press 
varnishes applied by letterpress or offset, roller 
coating varnishes, gravure and flexographic var- 
nishes. 


PRESS VARNISHES 


Press varnishes have been so commonly used that 
there has been a natural tendency on the part of 
many people associated with packaging to con- 
sider all varnishes as press varnishes. They offer 
the advantage of requiring no special varnishing 
equipment, since they can be applied by either 
letterpress or offset equipment and they are fairly 
low in cost, both in application and in the cost of 
the varnish. They can be applied over inked areas 
or over-all as desired. They afford excellent pro- 
tection from scuffing to the inks used under them 
and impart some gloss to the package. 


Their oil base does present odor problems in cer- 
tain types of packaging. They are comparatively 
yellow in color, even at thin films and tend to 
yellow further on exposure causing some discol- 
oration on packaging employing substantial white 
areas. They will not produce the high gloss re 
quired for many packages. 


ROLLER COATING VARNISHES 


Roller coating varnishes require the use of special 
varnishing machines for application. A few com- 
panies have their own machines, but these var- 
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nishes are quite often applied as an out-of-plant 
operation by printers finishers specializing in this 
work. Generally based on modern synthetic resins 
and offering unusual versatility to the package 
designer, they are more properly called paper 
coatings. They can develop very high gloss. They 
are superior in color with some being nearly water 
white and may be formulated to impart properties 
of chemical resistance, abrasion resistance, mois- 
ture vapor transmission resistance and similar 
properties to the exterior surface of the package. 
They are somewhat higher in cost than press var- 
nishes due to the extra handling required for the 
varnishing operation. Roller-coating equipment 
coats over-all and is consequently not adaptable 
to spot varnishing although proper stripping tech- 
niques can provide satisfactory glue areas in many 
cases. 


GRAVURE VARNISHES 


Gravure varnishes for either sheet fed or web fed 
rotogravure are available in a wide variety of for- 
mulations. Usually applied as the final stage in 
a gravure printing operation they offer the advan- 
tage of high speed application, good color and 
spot or over-all application as desired. Cylinder 
and plate costs limit their use to large runs and 
the film formers currently available develop only 
fair gloss. They can and do develop excellent 
scuff resistance and offer substantial protection 
to the inks beneath. 


The comments made regarding gravure varnishes 
apply in general to flexographic varnishes. Here 
again, a substantial variety of formulations de- 
signed for various properties are available. Lower 
plate costs make flexographic more adaptable to 
smaller runs, but particular care must be used in 
the formulation of varnishes for flexographic ap- 
plication to insure the use of solvents which can 
be tolerated by the rubber used in the plates, and 
which evaporate completely at the high production 
speeds employed. 


QUESTIONS FOR THE PACKAGE DESIGNER 


The raw materials used in overprint varnishes are 
many and varied, with the result that a broad 
range of formulations with special properties ap- 
plicable to the individual package can be pro- 
duced. The coatings industry in all its phases has 


OVERPRINT VARNISHES 


men of imagination and knowledge whose help 
and ideas are freely available to package design- 
ers and producers. Typical questions which will 
occur to the designer are posed herewith. 


Does the package require higher gloss for deco- 
rative purposes? Some of the newer high gloss 
varnishes applied by varnishing machines produce 
a gloss very nearly equal to that developed by a 
laminated film. 


Is there a functional requirement of the package? 
Properties of moisture protection, resistance to 
abrasion, or scuffing of inked areas, a high degree 
of slip, or freedom from slip can be imported to 
most varnish types. 


Is your requirement to protect the product pur- 
chaser from rub-off of inks on the package? A spot 
application of press varnish, gravure varnish or 
flexographic varnish may accomplish your purpose 
at minimum expense. 


Is your package subject to long shelf exposure 
with periodic cleanup by the merchants? Varnishes 
can be formulated with special surfacing agents 
which render the package substantially more im- 
pervious to dust and dirt collection. 


Do you want to speed up packaging lines and yet 
keep varnishes free of the waxes which interfere 
with lap gluing operations? Special additives are 
available for most varnishes that will aid in im- 
parting slip without interfering with gluing oper- 
ations. 


Does your customer demand packaging that is 
whiter than your current standards? Too often, 
varnishes have detracted from rather than added 
to the whiteness-brightness character of packages. 
The current trend in packaging design which util- 
izes the improved whiteness of the board derived 
from optical brighteners can be furthered by new 
varnish formulations to reach a level of quality 
not obtainable previously with the most expensive 
grades of board and paper. These new varnishes 
supplement the effect of the brightener in the 
board to produce substantially whiter, brighter 
packaging. 


Collaboration between the designer and producer 
of the package and the suppliers of overprint var- 
nishes can produce coatings which will contribute 
substantially to the success of the package. 
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Available with or without darkroom or accessories, the MODIFLEX is a ‘‘must”’ 
for Typographers, Art Services, Package Designers, Manufacturers of Cartons, 
Containers, Wraps, Labels, etc., as well as TV Stations, Publishers and Printers. 


Write for Free literature and demonstration appointment on your company letterhead, to 


STATMASTER CORP 


19 West 44th Street, New York 36 * OX 7-9240 


When in Florida, visit our new factory-showrooms at 3552 EAST 10th COURT in HIALEAH + OX 1-5730 


. Designed especially for TRICK PHOTOGRAPHY, from flat copy as well as from objects! a. - 
I _ The MODIFLEX features precision calibrated devices to produce consistent, professional quality camera 7 
distortions with the utmost simplicity, accuracy, speed and versatility! 
_ Perspectives, Italics, Curves, Reproportioning, Thinning and Weighting, Bas-Reliefs, Outlines and Shadows, 
Sur-Prints, etc., can be achieved in any degree, to match your layouts, exactly! 
Ainimum one-way modification, making circles into ovals, condensing or expanding Trade Marke. ete. to 
j overcome distortion in Rotary printing, can be applied directly to the film negative, thus eliminating costly = 
q and tedious hand art. In addition, the MODIFLEX also produces the finest, reproduction quality Stats, Film, a 


OM 
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PRICE $1.00 PER PKC. 


A look to the past . . . with affection, for inspira- 
tion, knowledge . . . that’s what a packaging mu- 
seum is. Package designers have begun collect- 
ing packages of the past for many reasons. The 
result has been a near obsessive haunting of an- 
tique shops, old country stores, and attics of 
friends in search of anything from glass con- 
tainers, richly hued of yellow-green, amber, blue, 
to old burlap sacks which bear a fine sense of 
graphics. 


Some of these “package historians” enter the up- 
per echelons of collection by concentrating on 


“To cure a dread disease” is this early packaged kidney and 
bladder potion by Dimmick’s. The professional man-of- 
medicine on the label, presumably Mr. Dimmick, brings an 
image of confidence to the drug item. The sample bottle on 
left is for the ailing one’s friends. Directional copy 

under CHILDREN explains dosage and in the same para- 
graph adds that “guarantee of merit ceases if alcoholic 
beverages are taken with dosage.” 

2 

Warners Safe Cure for everything save death. Picture of a 
safe appears on bottle label. For “double safety” it is 
again molded into the glass on the reverse side of the bottle. 

An interesting relationship of frames, type and space is 
shown in this early Huyler’s Cocoa package. 

4 

Early package for Lion Brand Hellebore. Copy on the back 
tells the consumer that “other’s Hellebore has dirt and 
stones in it. Only we use pure Hellebore.” 


PACKAGING MUSEUM 


(Continued on Page 62) 
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Here are booklets, samples, design aids of various 
kinds that are available to you from packaging 
manufacturers and service companies. After 
selecting the items you want on this page, check 
the corresponding number on the stamp-free, 
addressed reply form provided here. Fill 

in your name and address, and mail. 
PACKAGING DESIGN will forward your re- 
quests. In addition, if there is any specific 
information or service you want, please write to 
our Designers Service Department. 


FELT APPLICATION GUIDE 

This eight-page booklet describes some of 
the varied uses of laminated, coated and 
impregnated felts, manufactured for industrial 
and decorative uses. American Felt Co. (S-1) 


LASTING LABELS 


Samples of a permanent, full-color label for 
use on plastic bottles is being offered by 
National Laminating Sales Company (S-2) 


TENITE POLYPROPYLENE 

“Preliminary Information About Tenite Poly- 
propylene” booklet discusses this 

plastic for molded applications that require 
toughness and heat resistance, as well as 

for film, paper and wirecoating, blown bottles, 
and pipes. Eastman Chemical Products, Inc. (S-3) 


COLORFUL TREATISE 

A colorful eight-page brochure discusses how 
color affects consumer’s purchases, and 
points up the importance of color in tags. 
Rothchild Printing Company (S-4) 


NINE RULES 


Nine simple rules for proper storage and 
handling of cellophane are given in this 
bulletin. American Viscose Corporation (S-5) 


PASTRY PACKAGING 


An illustrated folder on the cellophane 
packaging of cookies and crackers in cartons, 
fractional packs, bags or tray overwraps, is 
available. Packaging Division, Olin Mathie- 
son Chemical Corporation (S-6) 


POLYETHYLENE RESIN 

The contribution Polyethlene Resin can make 
to the package is evaluated in a booklet 
offered by DuPont Polychemicals Dept. (S-7) 


DESIGNER’S SERVICE 


PACKAGE PROTECTION 

Do your packages arrive to the ultimate user . | 
in an undamaged condition? A catalog which ; | 
describes package testing equipment is 
available on request. L.A.B. Corp. (S-8) | 


PRINTING ON POLYETHYLENE 

A 16-page booklet titled “Printing on ; 
Polyethylene” brings basic information for 

printing on polyethylene film or molded con- 7; 
tainers. U. S. Industrial Chemicals Co. (S-9) - | 


MODERN MASKING 

Techniques for opaquing, making color separa- 
tion masks and comparison tables are a 
12-page manual. M. Grumbacher, Inc. (S-10) 


NEW SIX-PACK 

New carton designed to make beer cans easier 
to see in six-pack cartons is described in a 
four-page brochure. Packaging Corporation ~ 
of America (S-11) 


CANS, CANS, CANS 
A 12-page publication explains a complete line : 
of open top, oblong and pear shaped meat 
cans and can closing machines. It also evaluates 
operational characteristics of ten can closing FE 
machines. Continental Can Company (S-12) 


ALUMINUM PACKAGING 


Information on its research, merchandising, 
marketing and design services. Alcoa (S-13) 


BASIC PRINTING PROCESSES 

Information on basic printing processes is 
given in this eight-page booklet. Graphic Arts 
Div. Sun Chemical Company (S-14) 


LINERBOARD SAMPLES 
Samples are offered of a linerboard which ez 
carries the goods to market, and can also be a 


used for self-selling display. West Virginia 
Pulp and Paper (S-15) 


REPRODUCTION CAMERA 


Catalog available on a camera-darkroom 
combination incorporating a stat, and process 
camera, enlarger and lucy for protection. 
Statmaster Corporation (S-16) 
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Announcing a special rate for readers who wish to give PACKAGING DESIGN subscriptions as 


their business Christmas gift. 


r ) The first 1-year subscription $5. (regularly $6.) Your own or gift. 
ch ach additional 1-year gift $4.50 


PACKAGING DESIGN will prove a most welcome gift to anyone interested in good package design 
—clients, associates, friends. For PACKAGING DESIGN can stir the imagination, stimulate creativ- 


ity, increase knowledge and income. 


n- | Rates are reasonable. And with each subscription, PACKAGING DESIGN will send an acknowledge- 


) + ment of your gift at the Holiday Season, along with the exciting Winter Edition. 


Won’t you order now—via the form bound into this issue? 
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Extra: 
Now a quarterly, PACKAGING DESIGN wil! increase frequency to six times a year beginning 


with the January Edition. Subscription rates will go up, too. But by acting now you get the advantage 
of today’s lower rate, reduced still further by this Christmas offer. And your recipients receive six issues 
Sess stead of four. 
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valuables such as historical flasks or memorial 
bottles. Others maintain a sort of pot pourri of 
packages, delighting themselves in their graphics, 
shapes, concepts, copy content. Such a collec- 
tion belongs to designer Martin Schnur. 


Mr. Schnur’s museum, in part, appears on these 
pages. “I collect early packages,” he says, “not 
merely for their antiquity, but for uniqueness, 
beauty, even for humorous copy content. They 
often tell me how deep the roots of packaging are. 
In some cases great advances in design can be 
seen, sometimes there has been little change, or 
I’ve made the discovery that some early concepts 
are superior to those of today.” 


Editors note: If you have a packaging museum, large or small, 
please get in touch with the Packaging Museum Editor. 


PACKAGING MUSEUM 


5 

First record album cover. 

6 

A poison bottle that can be identified in the dark by touch. 
7 

Turn of the century gift package for a muffler. 

8 


Innkeeper’s own canaster for whisky when it was shipped 
to the tavern in large kegs. 


Photos by Gerald Natale, Raymond Kern 
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packaging An invaluable, 


international survey of the art 
rather than the technicality of 
packaging. Inspiration for every 
ad-man interested in "point of 
sale". 


Over 1000 illustrations $17.50 


annual 60/61. the ninth 
and most comprehensive edition 
of this annual survey of the 
finest advertising designs 
chosen from the works of the 
world's greatest practitioners 
of the graphic arts. 


850 illustrations $14.50 


Order from: 


?MUSEUM BOOKS, INC. 
Books on applied & fine art. 


48 E.43 St.,New York 17,N.Y. 
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IRCLE 72650 


For your own pleasure . . 
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_ and when entertaining important clients 


NEW YORK’S MOST DISTINGUISHED RESTAURANT 
575 Park Avenue at 63rd Street 


Reservations suggested for lunch and dinner 


TEmpleton 8-6490. Open daily and Sunday 
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A grateful staff wishes to express thanks 
to the many packaging people who en- 
couraged us with their fine words about 
the first issue of Packaging Design. 

A few of these words appear below: 


Your publication should receive the 
unanimous approval of the entire package 
design industry. 

Robert Sidney Dickens 

Dickens Incorporated 

Chicago, 


We wish to compliment you on the 
excellence of Packaging Design’s 
first issue. 

H.W. Bull, Packaging Coordinator 
The Dow Chemical Company 
Midland, Mich. 


Yowve summarized the current status of 
packaging design very well. 

Charles Anderson 

Director of Design 

Alton Bay Board Company 

Alton, Ill. 


Congratulations on a very fine and 
beautiful magazine. Good Luck! 
George L. Everitt 

Milprint Inc. 

Milwaukee, Wis. 


Yours is a helpful contribution to the 
industry. 

I’, W. Perl, Director of Styling 
Appearance Design Department 
Westinghouse Electric Corp. 
Mansfield, Ohio 


The first issue is excellent 
H. A. Lips 

Manager-Paper Section 

Du Pont Wilmington, Del. 


We are looking forward to subsequent 
issues with great mteresi. 

R. D. Harwick, General Manager 
Pace Incorporated 

Wilmington, Del. 


LETTERS 


The first issue is truly a literary great. 
John M. Styler 

Packaging Design Director 

Kleerwrap Inc. 

Mundelein, Ill, 


Hurray and congratulations! 
Herb Meyers 

Director of Graphic Design 
Mead Packaging 

Atlanta, Ga. 


Your publication fills a very real need 
both within the profession and in 
industry. Its influence on the quality of 
package design in America will be 
considerable. 

Francis E. Blod 

Francis Blod Design Assoc., Inc. 

New York, N.Y. 


The highly competitive, frequently over- 
lapped, business of publishing seldom 
contributes anything as needed, fresh and 
informative as your Packaging Design. 
Dave Connor 

Cooney and Conner, Inc. 

Worcester, Mass. 


PackaGincG DesiGn is one of the 

most refreshing publications we have seen 
in a long time. Packaging in America 
such a high standard. 

has certainly needed the stimulation of 
Ed Kozlowski 

Director of Package Development 
Warner Brothers Co. 

Bridgeport, Conn. 


Judging from your first issue, I should say 
that Packaging Design will be a 

valuable contribution to everyone in 

the field and will fill a need which has 
long existed. 

Frank Gianninoto 

Frank Gianninoto &§ Associates, Inc. 

New York, N.Y. 


| 

4 

i 

} 
| 
| 
| 
| 
of | 

ig 

Be 
| = 
q 
ag 

4 

4 
VW 

a 

4 


TWELVE PADS 3X3 INCH 


RED CROSS 


TRAD. 
fm IT’S YOUR “FIRST AID” FOR PACKAGING 
Nothing helps sell a product like a vhite package! @ And there’s nothing like 
White board to make thal sparkle more! 
fay «(Martin Prehn of Donald Deskey Associates, Inc. proved that point all over again when he ‘ 
agent for his new Johnson & Johnson packages. 
made possible, all contributed vitally to the final, proud achievement. @ Don’t let your product 
: be lost on the shelf. To catch the customer’s eye and sell the purity, freshness and special — : 
say treated board in your packaging! @ American Cyanamid CALCO- 
Company—Dyes Department—Bound Brook, New Jersey. | 
= “Red Cross® Cotton Balls — Cartons/Richardson, Taylor, Globe Co.— 
Boar Division; Diamond National Co. "Red Coss EE 
‘Sleti-Pad Gauze Pads—Cartons and Board/Coates Board & Carton Co. 


Which One Fits? There’s just one. And it’s 


equally true in packaging materials. The right material for your 


package might be film or foil, paper or paperboard. Whichever 


it is, Lassiter will use it—because we work with all major 


packaging materials, All printing processes. Why not let us show 


you how a Lassiter package can be your key to bigger sales? 


LASSITER 
350 FIFTH AVENUE « NEW YORK 1 
Charlotte, N.C.-+ Chicago, Ill.» Cheltenham, Pa. 


Atlanta, Ga. - Greensboro, N,C.+ Danville. Va. 
EXECUTIVE OFFICES: Charitotte, N.C. 
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